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IMC (Integrated Marketing Communication) is a process of business strategy. 
The IMC theory emphasizes the communication with consumers, considering that 
every chance or the course of customers getting information about one brand 
(Enterprise) is an opportunity for a brand to contact the customers. 
Shopping Mall is a most complicated industry of Retailing, which holds most 
of the trades of retailing inside one building. A completed Shopping Mall is able to 
provide all kinds of service or commodity for a person’s needs. However, the 
Marketing of Shopping Mall is even more complicated. The goal of Marketing is 
to increase the leasing ratio of the stores in the mall and the profit of leasing per 
square meter. 
This article is trying to use IMC theory to probe into marketing of Xiamen SM 
City and Xiamen World Trade Center, and hoping to have some useful conclusion 
for other shopping malls. 
The article is comprised of three chapters, following is the main content: 
Chapter One: Brief of the IMC theory, including the definition, four levels for 
the IMC and practice of IMC in China. 
Chapter Two: Conception, Development and classification of Shopping Mall, 
this will help to provide a systematic knowledge of Shopping Mall. 
Chapter Three: Case Analyze, to analyze the IMC cases of Xiamen SM City 
and Xiamen World Trade Center, make a conclusion in the end of the article and 
revelation for other shopping mall’s marketing. 
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第一章  整合营销传播理论 
第一章  整合营销传播理论 
第一节  整合营销传播发展 
社会不停在发展，营销的相关理论随着对生产、产品、市场和消费者的
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司，中国营销传播网 2001年 12月 24日 
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